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CWIDB FY 2018 and 2019 YTD
Revenues and Expenditures

coloradowine.com/trade-resources/colorado-wine-industry-
development-board/?fwp_trade_resource_category=financial-documents

FY Prod 
Tax

Wine Fee
(all)

Winery 
Fee (CO)

Misc Rev
(Reimb Exp)

Admin Research 
+ Quality

Mktg, incl
Ads + PR

Totals

2018
Rev 18,197.70↓ 730,914.18– 48,251.42↓ 14,305.00↑ $797,363.30↓

From Wine Fees

Expend 243,149.02 220,670.76 314,264.18 ($778,083.96)

% Exp
Def Rev 31.25% 28.36% 40.39% $19,279.67 

deferred revenue

2019
Rev 15,828.58↑ 375,927.48↑ 36,802.69↑ 28,570.00

incl CO 
Uncork tix

$428,558.75 
From wine fees

Expend
Thru Nov

101,732.36 58,409.71 122,944.49 ($283,086.56)

% YTD 
Exp 35.94% 20.63%

Thru Oct 43.43%



New Ag Commissioner
Kate Greenberg

• Recently, Western Program Director for 
National Young Farmers Coalition (NYFC) in 
Durango, where she was involved in water 
issues

• worked with producers to reshape policies 
at state and federal levels that will enable 
more family producers to make a living for 
themselves, including:
• farmland affordability,
• agriculture education
• access to capital and credit
• Food Safety Modernization Act 

compliance.
• Attended Whitman College in Walla Walla
• Volunteered at Frog’s Leap



CWIDB’s Strategic Goals
Updated August 12, 2018

coloradowine.com; trade resources; CWIDB; Minutes

• Mission:
 To promote and develop the growth and quality of the

Colorado wine industry through marketing, research and 
education.

• Vision:
 Our long-term ambition is for Colorado to be recognized globally 

as a premier wine experience.

• Strategic Priorities: 
 Foster greater cooperation, communication and participation 

within the wine industry.
 Promote the effective relationships with beverage wholesalers, 

retailers, restaurants and other complementary industry partners.
 Elevate, develop and energize the Colorado wine brand.
 Provide appropriate resources and education to Colorado vineyards 

and wineries so that they may achieve economic viability.



CWIDB Committee and 
Program Area Goals

1. Business & Economic Development
To facilitate the financial sustainability of all 

Colorado wineries and vineyards.
Insure producers have the skills and resources 

to develop economically sustainable resilient 
and adaptable businesses.
Improve access to market and increase market 

knowledge.
Encourage capital investment for wineries and 

vineyards.



CWIDB Committee and 
Program Area Goals, cont’d

2. Quality
Encourage collaboration between winemakers 

and grape-growers to pursue and identify 
increased quality standards for wine grapes.
Educate winemakers and winery staff on 

where CO wines fit in the global market.
Measure Wine quality improvement.

3. Marketing
Move more wine



CWIDB Committee and 
Program Area Goals, cont’d

4. Research
 Identify the right grapes for the right places
 Identify best practices for managing phylloxera
Maintain vigilance of potential and future pests
Provide tools to enable growers/wineries to prosper 

in a high-desert environment
Effectively communicate the results and applications 

of research to the industry
Proving new varieties and techniques with enological 

research
Consumer research to Identify new ways and 

opportunities to expand the Colorado wine industry



CWIDB Projects

PROJECT
Biz & Econ 

Development
Quality 

Improvement
Marketing Research

Monthly grower
conference calls x x x

Vit Extension
Specialist (SCBG) x x x

Marketing/PR
Contractor x

CTO Mktg Grant: 
Wine Enthus Ad x

CSU State 
Viticulturist and 

Enologist
x x

TTB & Labeling 
Seminar, 2/19 x x

Gov’s Cup 
Competition & CO 

Uncorked
x x

TODS Hwy Signs x x



CWIDB Media Buys 
Overview for FY 2018-19:

Cultivator Advertising & Design plus 
Explore Communications

• 2018 Summer Billboard Recap
• 2018 Summer Social Media Recap
• 2018 Holiday Denver International Airport Recap
• FY19 Colorado Wine Board Media Campaign



2018 Summer 
Billboard and 

Social Media Recap



Outfront Media Bulletin #1799
Located at 6th Ave Via/Osage Ns 500 ft E/O I-25

• Flight Dates: 5/21/18 - 6/17/18
• Total Impressions: 1,537,656
• Website traffic: 

 Total sessions: 15,683
 Direct traffic: 3,629

Direct traffic users during flight dates (in orange):



Outfront Media Bulletin #1372
Located at 20th St NS 100 ft W/O Stout

• Flight Dates: 5/21/18 - 6/17/18
• Total Impressions: 323,728
• Website traffic: 

 Total sessions: 15,683
 Direct traffic: 3,629

Direct traffic users during flight dates (in orange):



Outfront Media Bulletin #3177A
Located at Auraria 500’ E/O I-25

• Flight Dates: 6/4/18 - 7/1/18
• Impressions: 201,904
• Website traffic: 

 Total sessions: 8,970
 Direct traffic: 2,169

Direct traffic users during flight dates (in orange):



Outfront Media Bulletin #8881
Located at I-70 Ns .5 miles W/O Kipling

• Flight Dates: 6/4/18 - 7/1/18
• Impressions: 1,274,769
• Website traffic: 

 Total sessions: 8,970
 Direct traffic: 2,169

Direct traffic users during flight dates (in orange):



Outfront Media Bulletin #2201
Located at Leetsdale 6625 Ns 500’ E/O Monaco

(close to King Soopers liquor store)

• Flight Dates: 6/25/18 - 7/22/18
• Impressions: 904,725
• Website traffic: 

 Total sessions: 5,496
 Direct traffic: 1,214

Direct traffic users during flight dates (in orange):



Outfront Media Bulletin #2076
Located at South Santa Fe 1136 Es S/O Mississippi

• Flight Dates: 6/25/18 - 7/22/18
• Impressions: 1,379,265
• Website traffic: 

 Total sessions: 5,496
 Direct traffic: 1,214

Direct traffic users during flight dates (in orange):



Summer Social Media Overview
• 5/21/18 - 6/30/18Flight Dates

• 471,164Impressions

• 5,543Clicks

• 1.18%CTR

Facebook Overview 

• 5/21/18 - 6/30/18Flight Dates

• 105,278Impressions

• 1,141Clicks

• 1.08%CTR

Instagram Overview 

Social media traffic users during flight dates (in orange):
Website traffic: 
• Total sessions: 12,981 
• Social media traffic: 5,175 (84% from Facebook)



Holiday 2018 Denver 
Int’l Airport Train 

Station Installations



DEN Train Station Domination
Inbound – Concourse A
• Total Impressions: 3,614,814
• Flight Dates: 11/5/18-12/2/18

DEN Train Station Domination
Outbound – Concourse C
• Total Impressions: 5,506,318
• Flight Dates: 11/5/18-12/2/18

DEN Bonus Dioramas
Added Value

• Added value placements
• Total Impressions: 9,000,000
• Flight Dates: 11/21/18 – Still Posted



Website Traffic during DEN Installations
• Trains Station Dominations

 Flight Dates: 11/5/18-12/2/18
 Website traffic: 

• Total sessions: 4,353 
• Direct mobile traffic: 879 (44% mobile users)

Direct traffic mobile users during flight dates (in orange):

• Bonus Dioramas
 Flight Dates: 11/21/18 – Still Posted (as of 12/21/18)
 Website traffic (as of 12/21/18):

• Total sessions: 1,802 
• Direct mobile traffic: x (196% mobile users)

Direct traffic mobile users during flight dates (in orange):



FY19 Colorado Wine Board 
Media Plan Campaign





Governor’s Cup Judging
Sept. 7-9, 2018

 www.coloradowine.com/uncorked
 Metro State University of Denver, Hospitality Learning Ctr.
 344 entries from 49 wineries (+5% over 2017)
 16 judges from Denver metro area (7), Colorado (2)

and out-of-state (9): 3 MWs, 2 MS’s, and one
wine industry legend, Warren Winiarski (below left in center)

 Medals: 11 Double Golds (3.2%), 18 Golds (4.94%), 110 Silver (31.98%) and 127 
Bronze (36.92%)

 Governor’s Collection, 13 wines to represent CO wine industry (below right)

 Costs: $25,850; Entry fees taken in: $11,840



Colorado Uncorked,
November 8, 2018

 www.coloradowine.com/uncorked
 History Colorado Center, Denver

 Tickets: 508 including comps/media 
giveaways (156) and VIPs (86)

 Event Expenses and Revenue
• Tickets sales revenue: $17,370

• Banquet, event & food costs: $15,202 

• Media “sponsorship” fees: $14,272

• Cultivator design work: $10,000

 PR coverage of this event: 4.6 million 
impressions valued at $43,395

 CAVE recognized Rep. Herod as
Legislative Friend of the 
CO Wine Industry

 Best of Show (Governor’s Cup)
presented by Ag Commissioner Don Brown 
to Bookcliff Vineyards of Boulder for 
their 2015 Colorado Cab Franc Reserve



+

CWIDB Public Relations By 
the Numbers, Calendar 2018

■Total PR Hits: 105

■Total Circulation: 204,099,793

■Total Media Value: $1,914,555



2018
PR Initiatives

■Colorado Wine for Valentine’s Day 

■Wine Enthusiast Accolades

■National Wine Day 

■Wine Cocktails for Summer

■Friends of Wine Release

■Governor’s Cup Competition

■ Judging Process

■ Chef Pairings

■ Winning Wines

■Holiday Food Pairings with Colorado Wine

■Media/Spokesperson Training

■Colorado Craft Media FAM

■Engineers in Colorado Wine Industry

■Colorado Governor’s Conference Tasting



+ Holiday Wine Coverage

Holiday	Food	Pairings



+ National Drink Wine Day 
(Wine Cocktails)



+ Colorado Wine for Summer Sipping



+ Colorado Governor’s Cup Coverage



+ Colorado Governor’s Cup Coverage Cont.



+ National Press Coverage



+ National Press Coverage



+ National Press Coverage



+ National Press Coverage



+Behind the Vines



+



+ CO Wine Country as a Destination



+ CO Wine Country as a Destination



+ CO Wine Country as a Destination



+ CO Wine Industry



CWIDB Other Projects

• Marketing
 Brochure reprint 2018

• Another Reprint spring 2019

• Is your website listing up to date? 
We will begin calling to confirm listings in 
February.

• Contact Doug or Kyle if you need website 
login assistance or update

• Quality
 SCBG in place to hire Viticultural

Extension Specialist through CSU 
Western Region Extension under CJ 
Mucklow

• CAVE and the CWIDB sharing the matching 
costs of this grant

• Runs through Nov. 2020 and then other 
funding needed

• Seminars, workshops, publications and 
some site visits



CWIDB’s Other Projects, 
cont’d

• Research
 Mapping project of Four Corners/ Montezuma

County potential vineyard 1st phase completed
• See Viticulture Research Report through June 2017,Pg. 11-30

• “This study provides evidence that nocturnal winter air 
temperatures stay warmer on the hillsides to the north of 
Cortez and locations in McElmo Canyon on the coldest of nights 
than they do in the city of Cortez. “

• “The hills north of Cortez near Road T between Lebanon Road 
and Highway 145 may also serve as a potential location for 
expansion of grape growth.”

• Continuing in 2019 and extended to Fremont County as well

 Phylloxera: 12 positive sites in Mesa, Delta & 
Montrose counties plus Front Range

• Phylloxera bulletin and vineyard “Stop Signs” available

• More from Horst: 

o SCBG project for drone vineyard surveys in 2018

o Root stock and grafting trials



CWIDB’s Other Projects, cont’d

• Consumer research from Spring 2018
500 respondents: 21-70, CO Residents

who drank wine in the past month
Awareness is strong but flat:

• 77% of monthly wine drinkers are aware wine 
produced in CO;
up from 73% in 2016, 76% in 2017, but 96% for CA wines in 2018

• 84% of 51-70 year olds aware of CO wines

Consumption:
• 66% have consumed CO wine; up from 63% in 2016 

and 2017
• 86% of those aware of CO wine have consumed it, up only slightly 

from 2017, but significantly higher than general sample of 66%
• Trial and repeat are a larger challenge than awareness



CWIDB’s Other Projects, cont’d

• Consumer research from Spring 2018
Purchase History and Interest:

• 40% of monthly wine drinkers report purchasing California wine 
vs. 16% for Colorado wine (down from 20% in 2017)

• 21% say they have never purchased CO wine, citing reasons as:
o Not familiar/haven’t tried it/don’t know enough about it (21%)

o Prefer other brands/wine from other places are better (17%)

o Too Expensive (17%)

o Not as available as other wines (14%)

• Future purchase interest (PI) for CO wines down to 64% from 68% 
in 2017 vs. 86% for CA wines and 76% for European wines

o 29% undecided; 7% probably or definitely will not buy 

• PI is significantly higher for those who have consumed CO wines,
consumers 21-35 and hard cider drinkers



CWIDB’s Other Projects, cont’d
• Consumer research from Spring 2018
Purchase Behavior:

• CO wine share of wine purchases (>=20%) DOWN to
30% of consumers in 2018 from 39% in 2017

o 21-35 year olds and hard cider drinkers both devote more than 
40% of purchases to CO

o 51-70 year olds down significantly from 2017 (19% vs. 27%)

• Insight:  “A younger, experimental drinker continues to be a 
good target for future Colo. Wine purchases.”

• Denver metro area where billboards run:
o 77% awareness vs. only 15% consumption weekly or monthly 

(-68 pts.) or 48% consumption few times/year (-35 pts.)
• Neighborhood liquor stores (distinct from large volume RLS or 

LLDS) are where consumers purchase 36% of all wine and 34% of 
Colorado wine.

o Farmers Markets represent only 1% of wine purchases, 3% for CO wine

o 70% of consumers expect to buy CO wine in a liquor store vs. 57% in a tasting 
room



CWIDB’s Other Projects, cont’d
• Consumer research from Spring 2018
Pricing:

• 78% of consumers report spending $9-19.99 for a bottle 
vs. 70% CO wine drinkers expect to pay $12-24.99/bottle

• Perception of value of CO wine being “priced fairly” is down 69% in 
2018 from 74% in 2017

• Perception of Quality in CO wine
is down in 2018, 45% from 50% 

o CO wine drinkers who feel
CO wine is of good quality
down to 51% in 2018 from 62% in 2017

o CA wine quality perception is 79%,
unchanged

• Reasons for not purchasing CO wines
o availability (24%)
o unfamiliarity (21%)
o poor image (16%)
o too expensive (17%)
o don’t taste good (11%)

Why you don’t consume or purchase more of 
Colorado wines (aided list)

2018 
TOTAL 

SAMPLE 
(n=500)

I cannot find Colorado wines where I purchase or 
consume wine

24%

Colorado wines are too expensive 17%
Colorado wines don't have the prestige or same 
imagery as other types of wine I usually like to buy

16%

I hear, or believe that Colorado wines don't taste 
good

11%

I hear, or believe that Colorado does not grow good 
grapes for wine production

10%

I hear, or believe that Colorado wines taste too fruity 9%
I hear, or believe that Colorado wines are too sweet 8%
The labels are not attractive on Colorado wines. 3%
None of the above (new in 2018; data not ) 42%

Why don’t you consume or purchase more Colorado wines? 
Top Open‐end – 2018 (n=463) %

Not familiar/haven’t tried it/don’t know enough about 
Colorado wines/ need to try it to determine 21%

Prefer other brand/other wines from other places are better 17%
Expensive/high price 17%
Availability/not as available as other wines 14%



Consumer research from Spring 2018
Scoresheet - Segments of wine drinkers: 

• In 2018, CWIDB added a new question based on wine industry articles that indicate there are 
segments of wine drinkers, motivated by differing needs. 

• Of the segments below, Traditionalist, Overwhelmed and Image are too small to read as a 
separate group.  This does not mean that these segments don’t exist, but could mean that as 
described below, we “missed” connecting with these types of wine drinkers. 

Q. 8  When you drink or purchase wine - which of the following statements describes you the best?

SEGMENTS Among the total sample % Total

Traditionalist 
(n=63) I tend to drink a range of wines from established, well‐known wineries.  13%

Enthusiast (n=152) I feel comfortable with my knowledge of wine, which might be more than the average wine drinker. I like to take my 
time to browse the wine section to seek out new and interesting wines. 30%

Overwhelmed 
(n=57)

I am sometimes a little overwhelmed or confused by all the choices on a wine list or at a liquor store, which leaves me 
at a loss as to what kind of wine I want to buy or drink. 11%

Savvy 
(n=98)

I enjoy shopping at different stores in search of the best deals and discovering new wines. I always have a few 
favorites to fall back on to supplement my discoveries.   20%

Satisfied Sipper 
(n=126)

I feel that I don’t know a lot about wine, but I do know what wines I like. I tend to drink the same wines that I know I 
like. 25%

Image 
(n=4)

I sometimes use the Internet to seek out highly‐rated wines, new innovations and to learn more about wines. I am 
often the first among my friends to try a wine.    1%



Consumer research from Spring 2018
Scoresheet - Segments of wine drinkers: 

• Enthusiast – is the largest segment and vs. the other two, skews heavier male (63%) & older = 40% are 
ages 51-70.  Largest group (78%) to have consumed CO wine. The largest (25%) to purchase CO wine 
weekly or monthly. Spend the most on average for a bottle of wine ($16.72).

• Savvy – 70% are female. Highest group showing interest in future to purchase CO wine (75%).  Less 
than half (48%) perceive CO wine to be of good quality – this is significantly lower than California 
wine impressions (77%). 

• Satisfied Sipper – smallest group to have consumed CO wine – 56% & lowest aware of CO wine (68%).  
Only 3% purchase CO wine weekly or monthly – the smallest.  Lowest on T2 Box PI for CO, Cali and 
European wines.  Spend the lowest on average per bottle of wine ($11.98). Lower number believe CO 
wine is quality (34%).

Segments (q 8)- 2018 Enthusiast Savvy Satisfied Sipper

N=152 N=98 N=126
Weekly + 83% 78% 52%
% male 63% 30% 37%
Denver Metro resident 53% 50% 54%
21-35 29% 35% 32%
36-50 32% 28% 19%
51-70 40% 38% 49%

% Aided Aware of Colorado Wine Q2 85% 84% 68%

% Consumed Colorado Wine Q 3 based to total 78% 67% 56%

% Consumed Colorado Wine Q 3 among those aware of CO wine 92% 81% 82%

% purchase CO wine weekly or monthly – Q 9 25% 12% 3%

% T2 Box Future PI – q 10 – COLORADO 64% 75% 56%

% T2 Box Future PI – q 10 CALIFORNIA 91% 87% 82%

% T2 Box Future PI – q 10 EUROPE 88% 80% 57%

Quality perception – Colorado wine – T2 Box % 52% 48% 34%

Quality perception – California wine – T2 Box % 86% 77% 74%
Typically Spend on Wine – Average – Q 5 $ 16.72  $ 13.12  $ 11.98 



CWIDB’s Other Projects, cont’d
• Recommendations from Focus Research 

& Strategy, for wineries
 Disrupt the messaging patterns by trying new 

communication and awareness building tactics
 Sampling events: in-store tastings and on-premise sampling events
 Placement in neighborhood liquor stores with local products
 Increase quality perception

• Quality messaging: telling the story, citing awards, encourage visiting 
winery to enhance the experience

• Creative promotions with restaurants: CO wine tour, tasting a different 
wine or region each week or month

• Target Colorado publications with press releases touting awards, quality 
procedures, etc.

 Develop customer retention, loyalty and repurchase programs
 Identify and promote occasions to drink CO wine
 Target younger and experimental consumers (21-35 and cider 

drinkers)



CWIDB’s Other Projects, cont’d
• Recommendations to be Incorporated into

RFP for Marketing/PR Firm this Spring
 Disrupt the messaging patterns by trying new awareness tactics
 Focus on social media--more measurable, targeted advertising
 Evaluate increased spending on events and consumer/buyer 

experiences instead of paid advertising
• Greater outreach to retail tier partners

• Front Range Festival or similar event that could supplement Mountain 
Winefest and Colorado Uncorked

 Increase quality perception
• Quality messaging: telling the story, citing awards, drive winery 

visitation to enhance the experience

• Creative promotions with restaurants

• Target Colorado publications with press releases touting awards, 
quality procedures, etc.

 Target younger and experimental consumers (21-35 and cider 
drinkers)



CWIDB’s Other Projects, cont’d

• Coordinated samples to critics and pubs
 JamesSuckling.com

• 47 CO wines, median score of 89 points
• Snowy Peaks (Estes Park) Elevé 2016, 92 points

 Mark Squires, Wine Advocate
• Infinite Monkey Theorem (Denver) 2014 Bubbles Universe, 91 pts.
• Bookcliff Vineyards (Boulder) 2015 Cab Franc Reserve, 90 pts. and “Top 

Value American Wines of 2018”

 Wine Enthusiast: CTO Statewide Marketing Grant of $25,000 
for a full-page ad and collateral electronic ads with new CO 
wine reviews

 Vogue: “the Grand Valley AVA, where the landscape is 
dramatically different from anywhere else in the state…in one 
of the country’s most exciting yet unknown wine regions.”

 Jeremy Hubbard with Fox31 (Denver): 
“Colorado Wine Country”



CWIDB Issues of Interest
• Statutory and Regulatory Changes

 New sales tax collection rules,
pending 2019 Legislative action SB19-006

 New Liquor Rules effective Jan. 1, 2019
• 47-104: Wine Direct Shipper’s Permit holder cannot solicit in-person sales 

except on winery license premises, sales rooms or wine festival
• 47-313: In-store tastings can be conducted by wholesaler or winery rep who has 

completed approved seller-server training, such as TiPS; product must still 
come from retailer’s inventory.

• 47-322: Unfair Trade Practices
o A. Wholesaler (winery) invoices “must clearly designate a price paid for each product, which shall 

not be less than the wholesaler’s laid-in cost of each product.”  RLS or LLDS cannot receive any 
product below your cost, with certain specific exceptions.

o B. “On-site sales promotions” include on-premise sampling (different than in-store tasting) and off-
premise giveaways.

o J. Other goods provided to a retailer must be charged at fair-market value.
o L. Value of Labor: a supplier, at their discretion, may stock, rotate, price stamp and merchandise an 

alcohol beverage product on a retailer’s licensed premises more than 4 times/week, or 5 
times/week during 12 weeks of the year.  All suppliers—wholesalers, brokers, winery reps, etc.—
count toward that 4 or 5 times.  Retailers and suppliers must keep logs for all stocking and similar 
activities.

• 47-901, Public Consumption of Alc Beverages: local licensing authorities may 
now allow the public consumption of wine and spirits in addition to beer.  Parks 
and Wildlife have allowed public consumption of all beverages on state parks.

• 47-904 F, Product labeling: no waiting period between registering a new 
product and offering it for sale.



Thank you
Doug Caskey, exec. director

CO Wine Industry Development Board
c/o CO Dept. of Ag
305 Interlocken Pkwy
Broomfield, CO 80021
303.869.9177
doug.caskey@state.co.us
www.coloradowine.com


